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1	Introduction
Behavior	of	 technology	users	 is	among	 the	major	 topics	 Information	Systems	 (IS),	which	has	been	widely	 researched	covering	a	notable	number	of	variables	 influencing	 technology	acceptance.	These	 influential	variables
include	elements	pertaining	to	information	technology	(e.g.	service	quality	and	output	quality),	psychology	(e.g.	technology	anxiety	and	resistance	to	change),	and	sociology	(e.g.	social	effects	and	social	states)	[115].	Based	on	various
technology	acceptance	models,	different	variables	may	influence	the	user	behavior,	such	as	accepting,	using,	and	recommending	the	technology.



























































































































































Internet	sites.	When	this	expectation	 is	met,	 they	may	feel	satisfied.	Previous	research	has	 identified	the	effect	of	 flow	on	the	user	satisfaction	with	professional	sporting	team	websites	 [77],	mobile	 Internet	sites	 [119],	and	online
banking	[65].
Flow	may	also	facilitate	the	user	behavior.	Compared	to	perceived	usefulness	that	represents	an	extrinsic	motivation,	flow	represents	an	intrinsic	motivation.	Both	extrinsic	motivation	and	intrinsic	motivation	may	affect	the





Response	efficacy	 is	derived	from	the	Protection	Motivation	Theory	(PMT)	and	refers	to	the	degree	to	which	one	believes	 in	something's	effectiveness	 in	prevention	of	a	health	threat	 [90].	Witte	[106]	considered	response


























Characteristics % Questions %
Gender
 Male 61/4 How	long	have	you	been	using	smartphone?
 Female 38/6  Less	than	2	year 15
Education	level  Between	2	and	4	years 30/3
 Primary	and	secondary	education 52/4  Between	4	and	6	years 22/1
 Associate	degree 16/6  Between	6	and	8	years 11/8






 Under	20 18/6  Between	2	and	4	years 16
 20–-30 36/6  Between	4	and	6	years 11/9
 30–-40 28/2  Between	6	and	8	years 9/4





Loadings	(t	Bootstrap) Mean	loadings Cronbach's	α CR AVE
Adoption	intention ai1 0.92 (80.08) 0.92 0.82 0.92 0.85
ai2 0.92 (72.01)
Intention	to	recommend ire1 0.72 (20.54) 0.84 0.80 0.88 0.72
ire2 0.91 (86.24)
ire3 0.90 (72.87)








Self-efficacy se1 0.89 (57.11) 0.89 0.73 0.88 0.79
se2 0.89 (77.81)
Response	efficacy re1 0.92 (113.78) 0.90 0.79 0.90 0.82
re2 0.89 (52.24)
System	quality syq1 0.76 (26.48) 0.80 0.73 0.84 0.64
syq2 0.80 (40.57)
syq3 0.84 (49.97)
Information	quality iq1 0.80 (34.36) 0.83 0.78 0.87 0.70
iq2 0.85 (51.09)
iq3 0.85 (52.38)
Service	quality seq1 0.79 (33.68) 0.82 0.77 0.86 0.68
seq2 0.84 (42.68)
seq3 0.85 (57.34)
Subjective	norm sn1 0.86 (52.13) 0.83 0.78 0.87 0.69
sn2 0.86 (54.99)
sn3 0.77 (36.68)
Attitude att1 0.85 (45.80) 0.84 0.80 0.92 0.85
att2 0.86 (47.86)
att3 0.82 (39.18)
Trust tru1 0.86 (55.99) 0.83 0.79 0.87 0.71
tru2 0.88 (71.62)
tru3 0.77 (26.40)
Satisfaction sat1 0.89 (57.34) 0.90 0.76 0.89 0.81
sat2 0.91 (83.92)
Flow fl1 0.82 (36.79) 0.75 0.64 0.80 0.58
fl2 0.59 (10.12)
fl3 0.85 (58.10)











to	 evaluate	 the	 instrument's	 reliability	 were	 Cronbach's	 alpha	 coefficient	 ([22];	 critical	 acceptance	 value	=	0.7),	 Composite	 Reliability	 Index	 ([31];	 threshold	 value	=	 	0.7),	 and	 the	 Index	 of	 Variance	 Extracted	 ([31];	 threshold
value		=	0.5).	These	three	reliability	indicators	exceeded	the	corresponding	thresholds	for	each	of	the	factors	analyzed	(except	for	Cronbach's	alpha	for	flow	which	was	slightly	below	0.7).	Convergent	validity	was	demonstrated	by	the
SmartPLS	results,	indicating	that	all	items’	loadings	on	their	predicted	factors	were	significant	(p	<	p	<	0.01),	the	standardized	loads	exceeded	0.7	[15]	and	their	averages	overstepped	0.7	[41].




AI ATT PEOU FL IQ IR PBC RE SAT SE SeQ SN SyQ TRU PU
AI 0.92
ATT 0.49 0.84
PEOU 0.43 0.50 0.81
FL 0.38 0.64 0.45 0.76
IQ 0.32 0.55 0.48 0.52 0.83
IR 0.43 0.68 0.43 0.65 0.52 0.85
PBC 0.35 0.55 0.68 0.53 0.53 0.51 0.86
RE 0.46 0.60 0.52 0.48 0.55 0.54 0.49 0.91
SAT 0.41 0.69 0.46 0.67 0.57 0.67 0.54 0.54 0.90
SE 0.43 0.46 0.79 0.42 0.42 0.42 0.69 0.50 0.44 0.88
SeQ 0.39 0.63 0.51 0.60 0.72 0.58 0.57 0.58 0.63 0.45 0.82
SN 0.36 0.64 0.36 0.54 0.55 0.56 0.43 0.53 0.54 0.32 0.61 0.83
SyQ 0.40 0.62 0.49 0.54 0.73 0.55 0.51 0.66 0.60 0.43 0.70 0.61 0.80
TRU 0.33 0.57 0.42 0.63 0.64 0.58 0.52 0.50 0.67 0.35 0.68 0.57 0.61 0.84












Hypothesis Structural	relationship β t	Bootstrap Contrast
H1 Perceived	Usefulness	 	Attitude 0.28 6.43 Accepted
H2 Perceived	Usefulness	 	Satisfaction 0.14 3.48 Accepted
H3 Perceived	Ease	of	Use	 	Attitude 0.10 1.87 Rejected
H4 Attitude	 	Adoption	Intention 0.14 2.15 Accepted
H5 Subjective	Norms	 	Attitude 0.31 6.82 Accepted
H6 Subjective	Norms	 	Adoption	Intention –-0.008 0.15 Rejected
H7 Subjective	Norms	 	Perceived	Usefulness 0.22 4.42 Accepted
H8 Subjective	Norms	 	Perceived	Ease	of	Use 0.01 0.28 Rejected
H9 Perceived	Ease	of	Use	 	Adoption	Intention 0.09 1.42 Rejected
H10 Perceived	Usefulness	 	Adoption	Intention 0.36 6.38 Accepted
H11 System	Quality	 	Perceived	Usefulness 0.41 7.15 Accepted
H12 Information	quality	 	Perceived	Usefulness –-0.05 0.82 Rejected
H13 Service	Quality	 	Perceived	Usefulness 0.09 1.48 Rejected
H14 System	Quality	 	Satisfaction 0.12 2.13 Accepted
H15 System	Quality	 	Flow 0.34 5.98 Accepted
H16 System	Quality	 	Adoption	Intention –-0.008 0.11 Rejected
H17 Information	Quality	 	Satisfaction 0.06 1.26 Rejected
H18 Information	Quality	 	Flow 0.27 4.86 Accepted
H19 Information	Quality	 	Adoption	Intention –-0.06 1.03 Rejected
H20 Service	Quality	 	Adoption	Intention 0.03 0.51 Rejected
H21 Service	Quality	 	Satisfaction 0.19 3.54 Accepted
H22 Trust	 	Perceived	Usefulness 0.04 0.85 Rejected
H23 Trust	 	Perceived	Ease	of	Use 0.12 3.11 Accepted
H24 Trust	 	Perceived	Behavioral	Control 0.23 5.13 Accepted
H25 Trust	 	Subjective	Norms 0.57 15.09 Accepted
H26 Trust	 	Attitude 0.18 3.87 Accepted
H27 Trust	 	Adoption	Intention 0.004 0.08 Rejected
H28 Self-Efficacy	 	Perceived	Ease	of	Use 0.69 19.23 Accepted
H29 Self-Efficacy	 	Attitude 0.10 1.968 Accepted
H30 Self-Efficacy	 	Adoption	Intention 0.21 2.68 Accepted
H31 Self-Efficacy	 	Trust 0.34 7.04 Accepted
H32 Perceived	Behavioral	Control	 	Adoption	Intention –-0.10 1.66 Rejected
H33 Perceived	Ease	of	Use	 	Perceived	Behavioral	Control 0.54 14.49 Accepted
H34 Satisfaction	 	Adoption	Intention 0.03 0.51 Rejected
H35 Satisfaction	 	Intention	to	Recommend 0.59 15.63 Accepted
H36 Flow	 	Satisfaction 0.38 8.07 Accepted
H37 Flow	 	Adoption	Intention 0.03 0.57 Rejected
H38 Response	Efficacy	 	Perceived	Ease	of	Use 0.10 2.53 Accepted








































This	 survey	 revealed	 the	effect	of	 satisfaction	on	 intention	 to	 recommend	 in	association	with	similar	 investigations	 [13,29,63,105,111,112,69],	whereas	 the	effect	of	 satisfaction	on	adoption	 intention	was	not	accepted,	 in
contradiction	to	the	results	of	former	analyses	[27,55,98,101,86,20,79,114].	Additionally,	the	trace	of	flow	on	satisfaction	was	admitted,	which	is	in	agreement	with	the	outcome	of	relevant	studies	[65,77,119],	whereas	the	effect	of	flow
on	adoption	intention	was	not	proved,	in	contradiction	to	discoveries	of	Davis	et	al.	[24],	Hausman	&	Siekpe	[44],	Deng	et	al.	[28],	Goel	et	al.	[38]	and	Zhou	[119].	Ultimately,	the	influence	of	response	efficacy	on	perceived	ease	of	use
and	the	effect	of	adoption	intention	on	intention	to	recommend	found	to	be	admissible	[56,113,115].
The	present	research	covers	both	theoretical	and	empirical	sides	and	presents	impressive	results	in	terms	of	its	approach	and	concentration.	First,	it	is	focused	on	the	mobile	application	user	behavior	through	investigating	the
perceptions	of	potential	mobile	application	users.	Consequently,	it	provides	a	novel	insight	towards	the	mobile	application	adoption	intention	in	Iran	as	a	developing	country	in	order	to	reflect	new	and	unknown	aspect	of	this	important
issue.	It	further	tries	to	test	a	generic	mobile	application	user	behavior	model,	and	eventually,	provide	a	confirmed	model	for	that.
Second,	it	provides	insights	about	the	role	of	self-efficacy,	response-efficacy,	attitude,	subjective	norms,	perceived	behavioral	control,	trust,	satisfaction,	flow,	response	efficacy	and	intention	to	recommend	in	mobile	application
user	behavior	via	focusing	on	TMA	and	TPB.	Furthermore,	since	this	study	deals	with	two	other	elements,	perceived	usefulness	and	perceived	ease	of	use,	it	provides	a	better	understanding	of	user	behavior	by	considering	various
aspects	of	user	perception	in	confrontation	with	an	emerging	applied	technology	(i.e.	mobile	application).
Third,	this	paper	examines	the	factors	influencing	perceived	usefulness,	including	system	quality,	information	quality,	and	service	quality,	stemming	from	the	information	system	success	model.	These	three	factors	are	important
in	technology	acceptance	and	have	not	been	investigated	in	the	literature	of	mobile	application.	The	results	of	this	research	can	easily	help	mobile	application	providers	in	order	to	tailor	their	service	design	and	enhance	their	users’
experience.
While	mobile	application	becomes	more	popular	and	pervasive,	much	more	academic	studies	would	be	encouraged	to	investigate	this	pervasive	technology.	This	research	interrogated	the	factors	influencing	the	user	behavior
based	on	TAM,	PBT	and	information	system	success	model	(ISSM),	considering	several	factors	by	quantitative	data.	The	result	shows	that	the	mentioned	factors	have	a	significant	role	in	the	users’	decision-making	process.
With	regard	to	the	extension	of	the	model,	we	will	look	at	parts	of	the	model	and	the	results	we	obtained.	For	example,	as	the	effect	of	perceived	usefulness	on	adoption	intention	was	accepted	in	this	work,	the	application
providers	are	suggested	to	focus	on	the	usefulness	and	ease	of	use	of	their	applications.	It	may	involve	different	phases	of	application	development,	such	as	user	interface	design,	user	guide,	and	so	on.	This	study	further	showed	that
service	quality,	information	quality,	and	system	quality	do	not	have	significant	impact	on	mobile	application	adoption	intention.	It	might	be	due	to	the	effect	of	infrastructure	limitation	in	the	population	on	which	this	study	has	been
implemented	or	even	due	to	the	specific	users’	expectations	in	the	developing	countries.
As	for	the	limitations	of	the	study,	the	speed	of	change	in	the	study	context	is	very	high,	which	restricts	the	validity	of	results	to	a	given	period	of	time	and	in	a	certain	population	in	Iran	as	a	representative	of	the	developing
countries.	A	possible	line	of	future	research	would	be	required	to	apply	the	proposed	model	to	a	sample	of	users	from	other	cultures	with	different	degrees	of	individualism/collectivism	and	to	compare	the	findings.	As	the	topic	is	still
new	for	research,	there	is	more	space	for	doing	other	surveys	by	testing	the	effect	of	brand	awareness,	marketing	campaigns	or	marketing	related	endeavors	on	mobile	application	adoption	intention.	Also	users’	specifications	including
demography	and	psychology	have	not	been	dealt	with	in	this	study,	so	considering	these	important	factors	 in	future	studies	can	develop	the	research	model.	Furthermore,	this	survey	has	been	conducted	regardless	of	application
typology;	therefore,	a	comparative	study	could	be	planned	to	understand	how	service	types	might	influence	the	user	perception	and	behavior.
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Highlights
• An	encyclopedic	model	for	the	behavior	of	mobile	applications	users	is	presented.
• Satisfaction	is	the	main	determinant	of	intention	to	recommend	a	mobile	application.
• Subjective	norm	is	considerably	affected	by	users’	trust	toward	the	application.
• Application	quality	variables	are	impressive	on	intermediary	influential	factors.
• Adoption	is	directly	altered	by	self	efficiency,	attitude	and	perceived	ease	of	use.
